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Abstract. The objective of this study is to 
determine the impact of demographic and socio-
psychological characteristics on consumers’ eth-
nocentric tendencies. The research was conducted 
within Croatia among the residents living in the 
Split-Dalmatia County. The data was collected 
from 420 respondents using a questionnaire ba-
sed on the CETSCALE measurement. Hypotheses 
were tested in order to investigate differences in 
consumers’ ethnocentric tendencies with regar-
ds to two demographic characteristics (age and 
level of education) and two socio-psychological 
characteristics (foreign travel experience and in-
terest to travel abroad). Both hypotheses related 
to age and education were supported. Moreover, 
the findings show that respondents with higher 
level of education have higher tendencies of con-
sumer ethnocentrism than those with lower level of 
education. Findings also show that younger peo-
ple have more pronounced tendencies of consumer 
ethnocentrism than older people, which is not in 
accordance with previous research. Both hypothe-
ses of the socio-psychological characteristics were 
also supported. The research suggests that people 
traveling abroad and having a more expressed 
interest to travel abroad have a higher degree of 
consumer ethnocentrism than those who travel less 
and have a lower desire to travel abroad.  




Due to the process of internationaliza-
tion and globalization, consumers are able 
to reach the vast majority of products avail-
able today in the consumer world, thus 
meeting their needs and taking up opportu-
nities to enjoy different lifestyles, cultures, 
new products, and ideas. It was expected 
that globalization would lead to product 
homogeneity because of the development 
of the world economy, but this did not hap-
pen. Globalization does not lead to product 
homogeneity due to cultural differences 
(Mooij & Hofstede, 2002). 
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Therefore, the success of a company 
when operating abroad depends on the abil-
ity to understand and meet the needs of 
host country customers (Crnjak-Karanović 
& Miočević, 2013). This can be a problem 
and a challenge if consumers are ethnocen-
tric (Klein, 2002). Academics have proved 
that, even though ethnocentrism is a global 
phenomenon, there are differences in the 
level of ethnocentrism expressed by con-
sumers across different cultures and coun-
tries (Javalgi et al., 2005). Moreover, it has 
been demonstrated that consumers from de-
veloped countries are less ethnocentric than 
consumers from developing or emerging 
countries (Sharma et al., 1995; Javalgi et al., 
2005). 
The ethic sentiment has become one 
of the most profound motivations for con-
sumer buying behaviour, especially in the 
economies that are going through the pro-
cess of major reforms, such as various 
countries in Central and Eastern Europe 
(Vida & Fairhurst, 1999). Numerous stud-
ies have been conducted in order to identify 
factors that are related to the assessment and 
selection of domestic products in relation 
to foreign ones, with the purpose of iden-
tifying and creating patterns of consumer 
behaviour. 
Consumer ethnocentrism (CE)1 is an 
important factor in the research on con-
sumer behaviour in the global market, es-
pecially when researching purchase deci-
sions between local and foreign products 
(Alshammari et al., 2017). CE is a concept 
that includes individual consumer’s beliefs 
about the correctness and morality of buy-
ing domestic products at the expense of 
foreign products (Shimp & Sharma, 1987). 
Crawford & Lamb (1981), when study-
ing CE, pointed out that purchasing foreign 
1  In the continuation of the paper, instead of “consumer ethnocentrism” the abbreviation “CE“ will be used.
2  In the continuation of the paper, instead of “European Union” the abbreviation “EU“ will be used.
products can cause high emotional involve-
ment, especially if national security or job 
losses are concerned, which led to the intro-
duction of the concept of ethnocentrism be-
yond psychological and sociological frame-
works as one of the most important factors 
in consumer buying choice (Renko et al., 
2012). 
Croatia represents an interesting re-
search setting since it is a developing coun-
try that recently entered the European Union 
(EU)2. Companies that are offering their 
products across various EU markets need 
to deal with various levels of ethnocen-
trism (Javalgi et al., 2005) on those markets. 
Moreover, Javalgi et al. (2005) emphasized 
the challenges that marketers face in the EU 
market, such as holding on to each coun-
try’s cultural heritage.
It is evident that CE is highly impor-
tant for both marketing academics and 
practitioners.
However, explanations of the intensity 
of CE are linked to the underlying assump-
tions that this concept does not act alone, 
but under the influence of certain condi-
tions. In their work, Sharma et al. (1995) 
emphasized that ethnocentric preferences 
among consumers are not being developed 
in isolation, but are part of a set of socio-
psychological, economic, political, and de-
mographic effects. Consequently, despite 
numerous researches there will always be a 
need to clarify and/or cement findings con-
cerning CE.
The objective of this study is to under-
stand the degree of CE in Croatia, a devel-
oping country that recently entered the de-
veloped EU market. Creating an overall im-
age of consumers’ ethnocentric tendencies 
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will be achieved by examining the relation-
ships between demographic and socio-psy-
chological characteristics and the consum-
ers’ ethnocentric tendencies. Consumers’ 
demographic factors (age and level of edu-
cation) and their correlation with CE will 
help to create a better image of ethnocentric 
behaviour. The link between socio-psycho-
logical consumer factors (foreign travel ex-
perience and interest to travel abroad) and 
consumers’ ethnocentric tendencies will 
give a final picture of the ethnocentricity of 
consumers.
There has been little research in Croatia 
regarding the consumers’ ethnocentric ten-
dencies, especially when related to demo-
graphic and socio-psychological factors. 
Matić (2012) conducted a study in Northern 
Croatia and invited for further research in 
other Croatian regions. Therefore, addition-
al value of this paper is that it focuses on a 
specific Croatian region – Split-Dalmatia 
County, where consumers’ ethnocentric ten-
dencies have not been researched yet. 
2. LITERATURE REVIEW
The concept of ethnocentrism was in-
troduced by sociologist Sumner in 1906 
(Adorno et al., 1950 in Shimp, 1984) 
when it was defined as a view of the world 
in which one’s own group of people are 
in the centre of everything and every-
one else is observed with respect to them. 
Ethnocentrism was first studied in the 
1970s by sociologists who believed that a 
person gives privileged treatment to mem-
bers of the groups they belong to (Javalgi 
et al., 2005). Ethnocentric behaviour is 
viewed as a tendency to accept those who 
are culturally similar and reject those who 
are not. “Ethnocentrism was originally con-
ceptualized as a purely sociological concept 
that distinguished in-groups (those groups 
with which an individual identifies) from 
out-groups (those regarded as antithetical 
to the in-groups)” (Shimp, 1984:285). 
Ethnocentrism implicates strong pro-in-
group feelings combined with strong anti-
out-group feelings (Adorno et al. 1950 in 
Shimp, 1984).
The CE, from the consumer behaviour 
perspective, was first presented by Shimp 
(1984) who outlined that “ethnocentric 
consumers believe it is wrong to purchase 
foreign-made products because it will hurt 
the domestic economy, cause the loss of 
jobs, and it is plainly unpatriotic” (p.285). 
Based on these insights, Shimp & Sharma 
(1987) also stressed out that consumers 
who are inclined towards ethnocentric be-
haviour evaluate products according to their 
own individual beliefs about the positive or 
negative effects on the development of do-
mestic economy.
Causes of ethnocentrism are psychologi-
cal, interpersonal and related to the socio-
structural sphere (Balabanis et al., 2002). 
Ethnocentrism can be a “self-defense re-
flex of local economies, governments, or-
ganizations, and individuals against the 
threat of imports and foreign competition” 
(Siamagka & Balabanis, 2015:66). 
It is thought to be a personality trait that 
affects “an individual’s attitudes, intentions, 
preferences and purchase behavior with re-
spect to imported vs. competing domestic 
products” (Vida & Fairhurst, 1999:323). 
Opposite to attitudes that have an evalua-
tive character, when defining CE, it is more 
appropriate to use the term “tendency” be-
cause the term “conveys that ethnocentric 
tendencies are more durable and stable 
than attitudes” (Balabanis & Siamagka, 
2017:167). 
Alsughayir’s (2013) literature review 
revealed that CE has been studied in rela-
tion to various variables: domestic pur-
chase behaviour (Dmitrovic et al., 2009), 
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purchase intentions (Renko et al., 2012), 
willingness to buy imported products and 
product judgments (Klein et al., 1998) or at-
titudes towards importing products (Sharma 
et al., 1995. Moreover, it was also studied 
with respect to the awareness of the coun-
try of origin (McLain & Sternquist, 1991), 
patriotism, nationalism and international-
ism (Balabanis et al., 2001), human values 
(Balabanis et al., 2002), dogmatism and 
social class variables (Caruana & Magri, 
1996), cosmopolitanism (Vida & Reardon, 
2008) and brand awareness (Vida & 
Fairhurst, 1999).
Also, many academics researched how 
the economic development and an individ-
ual country’s circumstances (Sharma et al., 
1995; Klein & Ettenson, 1999) or the politi-
cal environments (Alshammari et al., 2017) 
affect the ethnocentric tendencies. Park & 
Yoon (2017) in Acikdilli et al. (2018) stated 
that consumers’ ethnocentric tendencies rise 
in the occurrence of a perceived threat, e.g. 
unfair economic trade, political disputes or 
a hostile memory of an armed conflict.
By reviewing recent literature, 
Siamagka & Balabanis (2015) pointed out 
that CE is also significant for global posi-
tioning, global branding, market entry de-
cisions, and the appearance of country-of-
origin effects. To examine the consequences 
of ethnocentrism, researchers have posited 
that certain variables such as product ne-
cessity, product serviceability, country-of-
origin, and consumer animosity have an ef-
fect on the relationships between ethnocen-
trism and attitude and, in turn, attitude and 
purchase intention (Javalgi et al., 2005). 
Finally, Javalgi et al. (2005) outlined that 
consumers also may have strong negative 
feelings against one or more nations for his-
toric reasons.
In order to better understand the com-
plexity of consumer behaviour, researchers 
also focused on relating the CE to various 
demographic and socio-psychological fac-
tors. Shimp (1984) was the first author to 
propose that there is a clear difference be-
tween ethnocentric and non-ethnocentric 
consumer in various contexts, such as 
educational achievements or income lev-
els. Moreover, he stated that ethnocen-
tric consumers are generally the ones with 
lower education or income. Relying on 
previous research, Acikdilli et al. (2018) 
pointed out that, in order to understand dif-
ferences in consumer behaviour, it is im-
portant to research only demographic data 
and characteristics, such as age, gender 
or religion, that are important when trying 
to predict consumer behaviour (Gonzales 
& Bello, 2002; in Acikdilli et al., 2018). 
Shankarmahesh (2006) gave an integrative 
review of antecedents and consequences of 
CE. He pointed out there were four groups 
of key antecedents of CE: (1) socio-psycho-
logical, (2) economic, (3) political, and (4) 
demographic. These assumptions are cru-
cial for identifying the consumer’s ethno-
centric profile.
2.1. Demographic variables and 
ethnocentrism
Research has shown that the underlying 
demographic variables, such as age, gen-
der, income and degree of education, affect 
the intensity of CE (Acikdilli et al., 2018; 
Han, 2016) and that there are differences 
in the degree of CE with respect to differ-
ent demographic characteristics (Vida & 
Fairhurst, 1999).
Josiassen et al. (2011) emphasized the im-
portance of studying the effect of demograph-
ic characteristics on consumers’ behaviour 
due to the fact they were easier to measure 
and handle, meaning they increased mana-
gerial relevance of CE studies that included 
demographic characteristics (Homburg & 
Giering, 2001 in Josiassen et al., 2011).
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In previous researches, the hypothesized 
relationships were mostly consistent; how-
ever, some researchers have not been able 
to prove the statistical significance of the 
proposed relationships. Many academics 
have researched various demographic fac-
tors (Matić, 2012; McLain & Sternquist, 
1991). It has been shown that older con-
sumers, mostly female, are most com-
monly ethnocentric consumers (Vida & 
Fairhurst, 1999) and that people with high 
levels of CE were more likely to be less 
educated (Watson & Wright, 2000; Good 
& Huddleston, 1995). There were also 
findings that were not in accordance with 
the aforementioned results (Sharma et al., 
1995).
2.2. Socio-psychological variables and 
ethnocentrism 
Various socio-psychological charac-
teristics could influence CE (Alsughayir, 
2013). According to Alshammari et al. 
(2017) there are four most researched com-
ponents of socio-psychological antecedents: 
animosity, conservatism, cultural openness, 
and patriotism. Shankarmahesh (2006) also 
reviewed dogmatism, salience, list of val-
ues, materialism, world mindedness, and 
collectivism-individualism.
Some authors indicate that lower level 
of inter-cultural knowledge will result in a 
more pronounced ethnocentrism (Devine, 
1989 in Alsughayir, 2013), which was 
also supported by Bush & Ingram (1996 
in Alsughayir, 2013), stating that if a per-
son has less cross-cultural interaction and 
knowledge, the more expressed their ethno-
centrism will be.
Sharma et al. (1995) found a nega-
tive link between cultural openness and 
CE. Cultural openness is defined as readi-
ness to interact with other cultures and to 
try or experience some of their products 
or services (Sharma et al., 1995), imply-
ing that if someone is more open-minded, 
the level of ethnocentrism will be lower. 
However, it is not reasonable to simplify 
the aforementioned connection in such a 
manner and to state that cross-cultural in-
teractions will mitigate ethnocentric tenden-
cies (Shankarmahesh, 2006).
The globalization of media and Internet 
development highly contributed to enhanc-
ing cultural openness (Javalgi et al., 2005). 
Earlier studies showed that if a consumer 
has been more exposed to foreign cultures, 
the more he was willing to accept for-
eign (imported) products (Howard, 1989; 
in Javalgi et al., 2005). On the other hand, 
Balabanis et al. (2001) did not find a link 
between ethnocentrism and international-
ism. However, Javalgi et al. (2005) outlined 
that cultural openness was independent 
from ethnocentrism when researching CE in 
France. They pointed out the difference be-
tween these two concepts, emphasizing that 
internationalism is more concerned with the 
welfare of foreign countries’ population and 
therefore, does not have a strong impact on 
personal level, such as making a purchasing 
decision.
As an important socio-psychological 
characteristic, several authors researched 
the impact of traveling on CE (Jain & Jain, 
2010; Jain & Jain, 2013). Cultural openness 
can increase from more interaction with 
foreigners or by traveling overseas (Jain 
& Jain, 2013) which is why travel experi-
ence represents a significant role in cultural 
openness, because it enables open-minded-
ness (Belk, 1998 in Siamagka & Balabanis, 
2015).
Therefore, this study focuses on explor-
ing the differences in consumers’ ethnocen-
tric tendencies in relation to demographic 
and socio-psychological characteristics. 
Demographic characteristics that have been 
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elaborated in this paper are age and level of 
education. Socio-psychological features that 
have been covered in this research are the 
interest to travel abroad and foreign travel 
experience.
Alsughayir (2013) (2013) made a litera-
ture review regarding the consumers’ ethno-
centric antecedents. That review is comple-
mented with additional researches that ex-
plored this topic presented in Table 1.
3. HYPOTHESES
Focusing on demographic and socio-
psychological antecedents of CE, the fol-
lowing hypotheses are proposed.
3.1. Age
Based on previous literature, it can be 
said that older people are generally more 
conservative and patriotic. Studies have 
shown that older consumers are more in-
clined to ethnocentric purchasing behaviour 
compared to younger population, i.e. con-
sumers’ ethnocentric tendencies increase 
with age (Klein & Ettenson, 1999; Good & 
Huddleston, 1995; McLain & Sternquist, 
1991; Caruana & Magri, 1996). Many aca-
demics have shown that older population 
is more prone to ethnocentric buying be-
haviour compared to younger population 
(Matić, 2012; Nadiri & Tümer, 2010; Klein 
& Ettenson, 1999; Good & Huddleston, 
1995; McLain & Sternquist, 1991; Caruana 
& Magri, 1996; Balabanis et al., 2001; Jain 
& Jain, 2013; Javalgi et al., 2005). Sharma 
et al. (1995) did not find a positive and sig-
nificant relationship between age and ethno-
centric tendencies. Siamagaka & Balabanis 
(2015) also did not establish the existence 
of a significant link between CE and age.
There were also studies that found that 
customers under 30 demonstrated some-
what high CE, along with people over 51 
who had the most expressed CE (Nadiri & 
Tümer, 2010); there have also been  studies 
that have found no significant relationships 
between CE and some age groups (Good & 
Huddleston, 1995).
Table 1. Literature review on demographic and socio-psychological characteristics related 
 to consumers’ ethnocentric tendencies
CHARACTERISTICS AUTHORS & YEAR GENERAL  
CONCLUSIONS
Age McLain & Sternquist, 1991; Sharma et al., 1995; 
Good & Huddleston, 1995; Caruana & Magri, 
1996; Vida & Fairhurst, 1999; Klein & Ettenson, 
1999; Balabanis et al., 2002; Bawa, 2004; Javalgi 
et al., 2005; Matić, 2012; Jain & Jain, 2013; Sia-
magka & Balabanis, 2015
CE is more expressed 
among older people
Level of education McLain & Sternquist, 1991; Sharma, et al., 1995; 
Caruana & Magri, 1996; Klein & Ettenson, 1999; 
Good & Huddleston, 1995; Balabanis et al., 2002; 
Bawa, 2004; Javalgi et al., 2005; Matić, 2012; Jain 
& Jain, 2013; Siamagka & Balabanis, 2015 
CE is more expressed 
among people with lower 
level of education
Interest to travel abroad Nijssen et al., 1999 Negative correlation
Foreign travel experience Neuliep et al., 2001; Jain & Jain, 2010; Jain & Jain, 
2013
There is no significant 
influence
Source: Adapted and complemented from Alsughayir, A. (2013) Consumer Ethnocentrism: A 
Literature Review. International Journal of Business and Management Invention. 2(5). pp. 50-54
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Even though Shankarmahesh (2006), by 
reviewing the CE literature with respect to 
age, concluded that empirical evidence was 
mixed, they did not find the empirical back-
ing for this reasoning. Namely, Josiassen 
et al. (2011) verified the veracity of stud-
ies that had been cited in the literature for 
a long time (Bannister & Saunders, 1978; 
Schooler, 1971; in Josiassen et al., 2011), 
stating that younger consumers are more 
ethnocentric than older ones, and found 
out that neither of those studies conclusive-
ly proved the aforementioned statement. 
Several additional studies reported the 
same results; however, they were also rely-
ing on empirical support of the two afore-
mentioned studies (Josiassen et al., 2011. 
Therefore, it can be argued that there is 
more than enough evidence to suggest that 
younger age groups have less pronounced 
tendencies of CE (Josiassen et al., 1999). 
H1: There are differences in the con-
sumers’ ethnocentric tendencies with regard 
to age.
3.2. Level of education
Previous research on the link between the 
level of education and consumers’ ethnocen-
tric tendencies have found a negative corre-
lation, meaning individuals with lower levels 
of education exhibit greater ethnocentric ten-
dencies (Erdogan & Uzkurt, 2010; Caruana 
& Magri, 1996; Matić, 2012; Klein & 
Ettenson, 1999; Good & Huddleston, 1995; 
Sharma et al., 1995; McLain & Sternquist, 
1991). Such results are explained by the fact 
that highly educated consumers will be open 
to accepting different cultural customs and 
other country’s values, as well as the prod-
ucts from those countries. On the other hand, 
consumers with lower level of education, 
due to their lack of knowledge and experi-
ence, will demonstrate strong ethnocentric 
preferences, avoiding the purchase of foreign 
products.
Nadiri & Tümer (2010) discovered sig-
nificant differences in CE with respect to 
the level of education, namely, the consum-
ers from Turkey with postgraduate degrees 
(master’s degrees and doctorates) had the 
highest levels of ethnocentric tendencies, 
which Acikdilli et al. (2018) explained that 
could occur due to unique regional factors. 
There were also researches in which the 
findings showed no connection between CE 
and level of education (Jain & Jain, 2013; 
Javalgi et al., 2005)..
In Croatia, the government supervises the 
educational system that has a centralized cur-
riculum. From a young age, children learn 
about different cultures and learn foreign lan-
guages. Based on Javalgi et al. (2005), it can 
be stated that, if consumers have higher lev-
els of education, they will be more open to 
recognize the value of foreign products.
Therefore, considering the level of 
education, most of the findings (Klein & 
Ettenson, 1999; Good & Huddleston, 1995; 
McLain & Sternquist, 1991; Matić, 2012; 
Caruana & Magri, 1996) showed a negative 
relationship between education and ethno-
centric tendencies.
H2: There are differences in the con-
sumers’ ethnocentric tendencies with regard 
to the level of education.
3.3. Interest to travel abroad
The interest to travel abroad is a result 
of a positive attitude toward exposure to 
foreign countries and their characteristics, 
which can be achieved by watching televi-
sion or in school (Nijssen et al., 1999). The 
interest to travel abroad is reflected in great-
er openness towards buying foreign prod-
ucts, meaning there is a negative correlation 
with CE. 
Acceptance of foreign products affects 
the interest to travel abroad, which creates 
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a positive attitude towards the products’ 
country of origin and creates an interest to 
travel to that country. Therefore, the inter-
est in foreign travel should have a negative 
correlation with consumers’ ethnocentric 
tendencies (Alsughayir, 2013). 
H3: There are differences in the con-
sumers’ ethnocentric tendencies with regard 
to the interest to travel abroad.
3.4. Foreign travel experience
Research findings show that foreign 
travel experience leaves the greatest trace 
in learning about one’s culture and foreign 
countries. Therefore, consumers’ ethnocen-
tric tendencies could also be explained by 
the lack of travel experience or lack of infor-
mation about other cultures, rather than bias 
(Mooij, 1997; in Alsughayir, 2013), which 
was also confirmed by Nijssen et al. (1999).
Traveling reduces the distance between 
cultures and strongly influences consum-
ers’ attitudes (Alsughayir, 2013). Nijssen 
et al. (1999) indicated that foreign travel 
experience has the most intense impact on 
other culture’s knowledge, learning about 
their lifestyle and increasing the accep-
tance of products from that country, which 
indicates that travel to foreign countries 
should reduce ethnocentric tendencies. 
Shankarmahesh (2006) finds that, by better 
understanding different cultures, a person 
can develop better attitudes about his/her 
culture and that can cause higher CE.
People from small countries are gener-
ally more exposed to the influence of other 
cultures and hence less ethnocentric (Nijssen 
et al., 1999), meaning that, according to pre-
vious findings, Croatian consumers should 
have lower degree of ethnocentrism.
Sharma (1995) defines cultural openness 
as the will to interact with people from oth-
er cultures that can reduce possible cultural 
prejudice. A research conducted in France 
by Javalgi et al. (2005) suggests that there 
is no connection between cultural openness 
and consumers’ ethnocentric tendencies. 
Moreover, Neuliep et al. (2001), in their 
study of CE among American and Japanese 
students, found out that travel experience 
did not have a significant effect on CE. 
Jain & Jain (2013) also did not find a sig-
nificant link between CE and foreign travel 
experience.
H4: There are differences in the con-
sumer ethnocentric tendencies with regard 
to foreign travel experience.
Literature review has revealed differ-
ences in previous researches due to the ef-
fect of cultural and economic factors or 
due to consumers’ individual attitudes in 
a dynamic environment. Therefore, there 
is a need for further research in this area 
(Matić, 2012). Since studies have suggested 
that cultural distance is a significant factor 
in CE research, it is important to mention 
studies on CE carried out in the countries 
that are close to Croatia, both geographi-
cally and culturally. For example, stud-
ies were conducted in Slovenia (Vida & 
Damjan, 2000; Dmitrovic et al., 2009), 
Bosnia and Herzegovina (Dmitrovic et al., 
2009), Montenegro (Dmitrovic & Vida, 
2007; Dmitrovic et al., 2009 and Serbia 
(Dmitrovic & Vida, 2007; Dmitrovic et 
al., 2009). The link between demographic 
and socio-physiologic factors and con-
sumer ethnocentric tendencies has been re-
searched in the region of Northern Croatia 
(Matić, 2012). However, researching only 
one region is not enough to create a coun-
try’s consumer profile, which points out the 
necessity of this research in the domain of 
consumer behaviour with respect to con-
sumers’ ethnocentric tendencies.
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4. METHODOLOGY
The following chapter will elaborate 
on the sample, data collection, instrument, 
measures, and research data analysis. 
4.1. Sample
The research was conducted on a sam-
ple of 420 respondents. The sample struc-
ture is shown in Table 2. 
Table 2. Sample structure



























Interest to travel abroad
Does not want to travel, 
Weak interest to travel, 
Medium interest to travel
77 18.3%
Has interest to travel 114 27.1%






Source: Research findings (N=420)
4.2. Data collection
The research was conducted in April 
2017 in respondents’ households or in pub-
lic places in 6 towns, by authors’ direct con-
tact with respondents using a questionnaire. 
A deliberate quota pattern was used, a vis-
ible feature being a place of residence or a 
city. 
4.3. Instrument, measures and data 
analysis
A highly structured questionnaire was 
used in this study. The questionnaire con-
sisted of two parts. The first part contained 
CETSCALE measurement with five-degree 
Likert scale, and the second part contained de-
mographic and socio-psychological questions. 
The survey questionnaire was based 
on the original CETSCALE questionnaire 
(Shimp & Sharma, 1987). Since the study 
was conducted in Croatia, the recommend-
ed cross-translation procedures were imple-
mented (Brislin & Anderson, 1976; Craig & 
Douglas, 2000) in order to assure the accu-
racy of translation. For measuring consum-
ers’ ethnocentric tendencies, CETSCALE 
- Consumer Ethnocentric Tendencies Scale 
was used. The scale assumes that consum-
ers’ positive attitudes towards domestic 
products are a way to express national 
loyalty (Acikdilli et al., 2018). The scale 
examines CE tendencies using the Likert 
five-degree scale (1 = strongly disagree, 5 = 
strongly agree). 
The validity of CETSCALE has been 
confirmed by numerous international re-
searches (Netemeyer et al., 1991; Good & 
Huddleston, 1995; McLain & Sternquist, 
1991; Vida & Reardon, 2008; Dmitrovic et 
al., 2009; Bawa, 2004; Jain & Jain, 2013; 
Vida & Fairhurst, 1999. CETSCALE has 
also been shown as a quality tool for mea-
suring consumers’ ethnocentric tendencies 
in Croatia (Renko et al., 2012; Dmitrovic & 
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Vida, 2007; Matić, 2012; Dmitrovic et al., 
2009).
CETSCALE indicates to what extent 
consumers express anxiety towards pur-
chasing foreign products, that buying such 
products is considered an unpatriotic and 
immoral act and, at the same time, has 
negative effects on the domestic economy 
(Matić, 2012). The originally developed 
scale has 17 statements in total (Shimp 
& Sharma, 1987). In some research stud-
ies (Jain & Jain, 2013) shortened scaling 
models were used with nine statements 
which also proved to be a quality instru-
ment in measuring consumer ethnocen-
tric tendencies. There are also authors that 
used the CETSCALE with ten items such 
as Dmitrovic & Vida (2007), while Klein 
(2002) included only three statements for 
the purpose of measuring ethnocentric ten-
dencies. The aforementioned indicates that 
CETSCALE could be context-dependent, 
which is why it is important to verify the 
suitability of the measurement scale in the 
research context. Acikdilli et al. (2018) 
also point out that CETSCALE does not 
have the same strength in all countries, yet 
its intensity rests on the level of country’s 
economic development indicating the im-
portance of testing and verifying the scale 
in each research setting.
In the second part of the questionnaire, 
two questions were related to demographic 
characteristics. Age was examined with the 
year of birth and the level of education was 
examined with listed categories of various 
degrees of education. Two questions were 
related to measuring socio-psychological 
characteristics. The interest to travel abroad 
was examined by asking question “Do you 
want to travel to foreign countries?” with a 
possibility to answer it on a 5-degree Likert 
scale ranging from 1 (Strongly against trav-
eling abroad) to 5 (Strong wish to travel 
abroad). Foreign travel experience was 
measured with the number of visited for-
eign countries.
5. FINDINGS
The validity of the CETSCALE was test-
ed using a confirmatory factor analysis. Both 
validity and reliability have been verified. In 
order to measure the effect of demograph-
ic and socio-psychological characteristics 
on the consumer ethnocentric tendencies, 
ANOVA was used. The data obtained by 
primary research were analysed in the SPSS 
(Statistical Package for Social Sciences).
The Cronbach’s Alpha coefficient was 
used to determine the reliability of the 
CETSCALE. The Table 3 presents the reli-
ability results of CETSCALE used indicat-
ing a high level or reliability.
Table 3. Reliability of CETSCALE
Number of variables Cronbach’s Alpha
17 .971
 Source: Research findings (N=420)
The sample analysis was tested using 
the Kaiser-Meyer-Olkin test and Bartlett’s 
test. The adequacy of the sample is appro-
priate (KMO = 0.97) and Bartlett’s test is 
statistically significant (α ≤ 0.05) indicat-
ing that this variable was appropriate for 
conducting the factor analysis. The num-
ber of factors was determined using the 
Kaiser-Guttman criterion. According to the 
Kaiser-Guttman criterion, the model should 
include only those factors that have eigen-
values greater than 1.
The factor extraction method used was 
PCA - Principal Components Analysis. 
Two factors were separated with values 
greater than 1. Two factors together account 
for 74.2% of the total variance. Factor 1 
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explains 68.2% of the total variance, while 
Factor 2 explains 6% of the total variance. 
Varimax rotation was not used because all 
manifested variables show significant load-
ing on Factor 1 (> 0.7).
Using the PCA method, calculated fac-
tor loadings range from 0.747 to 0.874, 
which indicates a high loading of the vari-
ables on the explained isolated factor. The 
presented factor structure suggests that the 
CETSCALE has both convergent and dis-
criminatory validity. Based on the respons-
es, the distinguished factor is named “con-
sumer ethnocentrism”. The ungrouped fac-
tor structure matrix containing factor load-
ings is shown in Table 4. 
The analysis of demographic and socio-
psychological characteristics on consum-
ers’ ethnocentric tendencies was conducted 
using ANOVA with one variable factor and 
the results are presented in Table 5. 
Table 5. Results from ANOVA – Demographic 




Level of education 12.209 .000
Interest to travel abroad 11.473 .000
Foreign travel experience 4.554 .004
Source: Research findings (N=420)
In addition, Scheffe post hoc tests were 
conducted for each variable in order to find 
out between which groups exist differences. 
The statistically significant differences be-
tween groups (α ≤ 0.05) are shown in Table 
6.




Croatian people should always buy Croatian products. .830
Only those products that are unavailable in Croatia should be imported. .747
Buy Croatian products. Keep Croatia working. .752
Croatian products, first, last, and foremost. .807
Purchasing foreign-made products is un-Croatian. .850
It is not right to purchase foreign products, because it puts Croatian people out of a job. .853
A true Croatian should always buy Croatian-made products. .871
We should purchase products manufactured in Croatia instead of letting other countries get rich 
off of us.
.865
It is always best to purchase Croatian products .845
There should be very little trading or purchasing of goods from other countries unless out of 
necessity.
.834
Croatians should not buy foreign products, because this hurts Croatian business and causes 
unemployment.
.874
Curbs should be put on all imports. .777
It may cost me in the long run but I prefer to support Croatian products. .785
Foreigners should not be allowed to put their products on our market. .828
Foreign products should be taxed heavily to reduce their entry into Croatia. .813
We should buy from foreign countries only those products that we cannot obtain within our own 
country.
.856
Croatian consumers who purchase products made in other countries are responsible for putting 
their fellow Croatians out of work.
.837
Source: Research findings (N=420)
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Table 6. Results from Scheffe Post hoc Tests – Differences between researched groups


































Three-year vocational school High school -.69984 .20107 .018






















Graduate programme, Academy, 
University College, Doctorate, 
Masters’ degree
Four-year vocational school .71513 .12856 .000
Interest to travel abroad
Does not want to travel. Weak 
interest to travel. Medium inter-
est to travel
Strong interest to travel -.62021 .13296 .000
Strong interest to travel
Does not want to travel. 
Weak interest to travel. 
Medium interest to travel
-.62021 .13296 .000
Foreign travel experience
1-4 10- -.50895 .14267 .006








Source: Research findings (N=420)
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6. DISCUSSION
Research results confirmed hypothesis 
H1, i.e. there are significant differences in 
the consumers’ ethnocentric tendencies in 
relation to age. 
Respondents aged 19 to 28 show the 
greatest tendencies of CE, followed by peo-
ple aged29 to 35, then by those aged from 
36 to 48, and at the end, with the least ex-
pressed tendencies, are 49 to 69-year-old 
respondents. Research findings show that 
the youngest population has the most prom-
inent tendencies of CE, while the oldest 
population has the least expressed tenden-
cies of CE. These findings differ from most 
studies that indicate that older population 
has significant tendencies of CE.
Hypothesis H2 was also confirmed, 
showing significant differences in consum-
ers’ ethnocentric tendencies regarding the 
level of education. Moreover, tendencies 
of CE are more pronounced in the group 
of high school graduates and people with 
higher levels of education. Since the re-
sults showed that more educated people ex-
pressed greater tendencies of CE, this find-
ing also differs from the general findings 
regarding the link between these variables.
Increasing tendencies of CE are ob-
served among people with high school, col-
lege, or higher education, while they are 
less pronounced among those who complet-
ed a three-year or four-year vocational high 
school. An explanation of such results may 
lie in the fact that consumers who are more 
educated have more information and show 
greater awareness of the usefulness of buy-
ing domestic products.
Findings supported hypothesis H3, 
showing significant differences in consum-
ers’ ethnocentric tendencies regarding in-
terest to travel abroad. It is important to 
mention that there were only a few respon-
dents who stated they did not want to visit 
foreign countries (only 3 respondents said 
they did not want to travel and 10 respon-
dents stated they had no interest to travel 
abroad). These responses were merged with 
responses of respondents who stated a small 
interest in visiting foreign countries and 
were tested as one group that has a lower 
inclination to travel abroad. The tendencies 
of CE are most pronounced among people 
who have a strong interest in foreign travel, 
yet another result that contradicts previous 
findings in this area.
Research results show that increased 
interests in traveling abroad are connected 
with increased tendencies of CE. The inter-
est in traveling abroad, the will to interact 
with people from other culture, and the de-
sire for learning and self-improvement can 
affect the positive link between CE and in-
terest to travel.
Hypothesis H4 was also confirmed, 
demonstrating significant differences in the 
consumer ethnocentric tendencies with re-
gard to foreign travel experience. The re-
spondents were categorized in four groups: 
1-4 travels, 5-6 travels, 7-9 travels and 10 
or more travels to foreign countries. The 
results show that consumers’ ethnocen-
tric tendencies are most pronounced in the 
group of respondents that have visited 10 or 
more foreign countries, which also repre-
sents an interesting finding when comparing 
it to previous researches. The results show 
that larger numbers of visited countries also 
increase their ethnocentric tendencies. This 
can possibly be explained with a better un-
derstanding of different cultures; an indi-
vidual can adopt more favourable attitudes 
about his or her culture and thereby develop 
CE as proven by the research.
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7. CONCLUSIONS
The research determined the level of in-
tensity of consumers’ ethnocentric tenden-
cies in the area of Split-Dalmatia County, 
Croatia in order to enable the creation of a 
consumer profile. The findings of the study 
confirmed the existence of differences in 
consumers’ ethnocentric tendencies be-
tween groups regarding various demograph-
ic and socio-psychological characteristics. 
However, when observing those differences 
among groups, the findings differ from pre-
vious research in the area of CE. Regarding 
demographic variables, the results showed 
that younger consumers and respondents 
with higher level of education have more 
expressed tendencies of CE. As for the so-
cio-psychological characteristics, the results 
showed that respondents who have more 
expressed interest to travel abroad, as well 
as the ones that have more foreign travel 
experience, tend to have higher pronounced 
consumers’ ethnocentric tendencies.
7.1. Theoretical and practical 
implications
As Acikdilli et al. (2018) pointed out, 
it is important to measure CE in order to 
make optimal international marketing de-
cisions. The study examined the intensity 
of consumers’ ethnocentric tendencies and 
compared them with two demographic 
characteristics: age and level of education, 
as well as two socio-psychological charac-
teristics: interest to travel abroad and for-
eign travel experience.
This study also contributes to CE 
literature by validating CETSCALE 
measurement in a new research set-
ting – Split-Dalmatia County, Croatia, 
as well as by measuring the consum-
ers’ ethnocentric tendencies in that re-
search context. Furthermore, since it ex-
amined the influence of demographic and 
socio-psychological characteristics on eth-
nocentric tendencies in this chosen research 
setting, it contributes to fulfilling the con-
sumer profile of Split-Dalmatia County, as 
well as that of Croatian market.
Research findings provide domestic and 
foreign manufacturers and service providers 
with valuable information on the consumer 
profile of Split-Dalmatia County. Research 
findings also provide answers to some ques-
tions in creating a product positioning strat-
egy. For example, since CE is a complex 
concept and it is not easily reduced, the 
companies that want to sell their products 
in the Croatian market can try to change 
their positioning strategy according to the 
findings, by selecting the optimal segment 
of consumers given the offered product and 
the characteristics of targeted consumers in 
this market.
The paper confirms research findings 
regarding the existence of high correlation 
of CE with the demographic and socio-
psychological characteristics of consumers. 
The results of the research can provide ad-
ditional insights into domestic producers 
on the ethnocentric profile of consumers 
in specific cities in Split-Dalmatia County 
and throughout the county. Therefore, the 
results can facilitate the process of prod-
uct and service providers better positioning 
in the market, as well as creating a com-
petitive advantage on the domestic market, 
among domestic consumers, at times when 
foreign competition is increasingly threat-
ening the market position of domestic prod-
uct and service providers. The consumer 
characteristics identified by this research 
can serve as guidelines that companies can 
and should put in the context of their busi-
ness with the aim of improving their con-
sumer knowledge.
Another thing that needs to be tak-
en into consideration is the trend of EU 
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developing a ‘European’ image that can 
give companies that are located in the EU 
member countries, a competitive advantage 
when selling their products or offering their 
services to ethnocentric consumers (Javalgi 
et al., 2005).
The results of the study can also be a 
starting point for deciding on the potential 
for standardization or need for adaptation in 
an already established ethnocentric market. 
It is important to understand the trends in 
consumers’ ethnocentric tendencies in order 
to make or verify market segmentation in 
the given market.
7.2. Limitations
The research has several limitations that 
should be taken into account in further re-
search. The limitation is the use of a delib-
erate quota sample, because of which the 
results cannot refer to the entire population. 
Also, in order to be able to use the ANOVA 
method, the responses were categorized in 
groups. Therefore, better results could be 
obtained by conducting an in-depth analysis 
of each respondent’s group that could be 
done by increasing the sample size.
Since only several demographic and 
socio-psychological characteristics are 
covered in this research, a further research 
should also address other demographic and 
socio-psychological variables in order to 
enrich the knowledge of consumer profile 
of the Split-Dalmatia County, as well as of 
the entire Croatian market.
Furthermore, it would be worthwhile 
to investigate the impact of consumers’ 
ethnocentric tendencies with regard to the 
intention to purchase different product cat-
egories. Since many studies have found that 
product category is an important anteced-
ent of CE, it would be interesting to find 
out whether that connection exists in this 
research setting, due to contradictory find-
ings of this study. It is our hope that future 
research and an in-depth analysis of CE in 
this region could help clearing out the rea-
sons why consumers in this region act ac-
cording to the findings.
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UTJECAJ DEMOGRAFSKIH I SOCIO-PSIHOLOŠKIH OBILJEŽJA 
NA ETNOCENTRIČNOST POTROŠAČA: DOKAZI IZ HRVATSKE
Sažetak
Cilj ovog rada je utvrditi utjecaj demografskih 
i socio-psiholoških karakteristika na etnocentrič-
ke tendencije potrošača. Istraživanje je prove-
deno u Hrvatskoj, među stanovnicima Splitsko-
dalmatinske županije. Podaci su prikupljeni od 
420 ispitanika, korištenjem mjere CETSCALE. 
Provedeno je testiranje hipoteza, s ciljem utvr-
đivanja razlika u etnocentričnim tendencijama 
potrošača, s obzirom na dva demografska obi-
lježja (dob i razina obrazovanja), kao i dvoje so-
cio-psihološka obilježja (iskustvo s putovanjima 
u inozemstvo i interes za isto). Obje hipoteze, koje 
se odnose na dob i obrazovanje su prihvaćene. 
Štoviše, rezultati pokazuju da ispitanici s višom 
razinom obrazovanja imaju izraženije tendencije 
prema potrošačkom etnocentrizmu od ispitanika 
s nižom razinom obrazovanja. Rezultati, također, 
pokazuju da je tendencija prema potrošačkom 
etnocentrizmu izraženija kod mlađih ljudi, što je 
u suprotnosti s prethodnim istraživanjima. Obje 
hipoteze, koje se odnose na socio-psihološka obi-
lježja, također su potvrđene. Istraživanje ukazuje 
da ljudi, koji više putuju u inozemstvo te imaju 
veći interes za isto, u većoj mjeri teže potrošač-
kom etnocentrizmu od onih, koji manje putuju i 
imaju manji interes za putovanja u inozemstvo.
Ključne riječi: etnocentrizam, potrošači, 
demografija, socio-psihološke karakteristike, 
putovanja
